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HEDN A & RiEERE Readings
1 2/17 SRIZEI/T Course Introduction
ARBZM ? BT E2MiEITH
2 2/24 Key concepts in arts marketing Z 71T E5HY Butler (2000)
BEERS
=8 O’Reilly (2011)
Scope of arts marketing: visual arts,
performing arts, elite arts and popular
culture EAiF{TIEMEEE @ REEM - RE
27 ~ FREM - KEXIL
3 3/3 Arts marketing environment ZAi7{TEHIRIE Chong (2010),
Ch5
Arts organizations and marketing strategy
ST A A SR T EH SRS Case: B/ 7&E
1l
4 3/10 Place branding and the arts 75 i R ERER Hudson & Ritchie
fitr (2006)
Arts merchandising and promotion i & Case: E-marketing
= B 5 in arts
organizations
5 3/17 Understanding arts consumer/sponsoring Quinn (2005)
behaviours ZTERR / BEITTHR
Case: X% 5IH
Place marketing and the arts 175 {TEHERER
(G
6 3/24 Museum and globalization 1H4J8EEE 2Bk Plaza (2006)
k
f Case: the British
Arts audience EMTE R Museum (IMD)
7 3/31 Filedtrip #4250
8 4/7 Reading week HiF%£iE
HArP fEZEA2




9 4/14 Understanding the market through film & O’Reilly &
BYTETS Kerrigan (2013)
Film marketing ER{T#H Case: Buzz
Marketing for
Movies (Harvard)
10 4/21 Branding the arts Z:4fi i i Ashenfelter (1989)
Auction houses and arts market ZfirHE Case: Damien
g Hirst (Harvard)
11 4/28 Guest Lecture: film marketing
RIS BT (R
12 5/5 Popular music and consumption {7 % O’Reilly, Larsen
B2 & Kubacki (2013),
Ch7
Classic music and consumption gy #1544
B8 Case: the
Metropolitan
Opera (Harvard)
13 5/12 Theatre marketing BI51T8H Kerrigan, Fraser &
Ozbilgin (2004),
Ch4
Case: The Broach
Theatre (Harvard)
U [519  |EBE (ERR
15 5/26 Arts and copyright infringement Z 4752 Lee (2010)
TEHERR R
Guest Lecture: film marketing
RIS - BIISITEE (ER])
16| 6/2 mFE (BUR—IX)
171 6/9 HiRER &
18 | 6/16 Course review #2183
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